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Approaching the design field today is a significant quantity of societal needs that 
have potential to be resolved through systematic design initiatives. There is 
increasing curiosity around the designer’s role and responsibility within society; a 
belief that designers have the power to make social change happen in their own 
communities. Many neighborhoods with driven community members and 
professional designers are working together to turn to design as problem solving, 
as social activism on a local scale. But how do we make this sustainable?  
 
To create a systematic change, designers must rethink the processes in which 
they view the problems and work to solve them, thus working in a systems 
thinking approach I call the Community Design Ecosystem. Within the 
Community Design Ecosystem the client is no longer a singular recipient of the 
design services but rather the client is the community.   
 
How can a local problem be sustainably resolved if the designer is only viewing 
the issue as an outsider? Due to the nature of the projects, this is one of the 
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unique challenges of community driven design initiatives. By taking the time to 
walk in the shoes of those you are trying to help, designers are able to create 
with empathy. With location specific responsiveness, a collaborative design 
process within the community allows for sustainable long-term solutions for 
specific situations. This thesis will discuss the ways a shared agenda creates a 





When referring to client in this paper it is to be known that a traditional client is 
referring to someone hiring a professional designer for design services. The 
traditional client relationship is not to be assumed but is most commonly on a 
deadline driven compensated project.  
 
The community client on the other hand is referring to a person or organization 
using the services of a visual communication designer through community driven 
social initiatives.  
 
When referring to designers in this thesis it is related specifically to the graphic 
designer field or communication designers specifically. Although some projects 
highlighted may reference work completed by a design team that consisted of 
various backgrounds of design, the main arguments are that of visual 







CHAPTER 1.  INTRODUCTION 
Historical reference of design for social good  
Looking back at the last two decades, the field of graphic design has seen a 
significant shift since the reprinting of the First Things First manifesto in 2000. 
Designers are working to find more meaningful ways to use their talents. Since 
the First Things First manifesto was published in 1967 (See Appendix A), a 
growing pool of socially inspired designers and design firms have developed. In 
the last ten years, this critical mass has adopted the ideals of new design 
thinking systems while infiltrating the traditional system of client-based design. 
Although design thinking is often invisible to the public, these new systems of 
designing thinking enlist community clients to witness the process of a more 
empathetic and rational approach to problem solving.  
 
Designers are making a human argument that community driven design thinking 
can establish social change. Traditionally designers are coined as problem 
solvers. Today designers are “seeking out problems they want to solve” rather 
than waiting around for someone else to identify the problem (Simmons, 67). 
Diverse examples of projects facilitated by such designers exist in the book Just 




to address homelessness or another social issue or an actual solution to a 
problem, each project has impact on the community. One such example is the 
Learning Landscape, a grid based playground system to assist in teaching 
elementary math education.  
 
Making math fun, the Learning Landscape was created as an educational tool 
that is non-language specific (Simmons, 75). Project H facilitiated the all-
volunteer based design team The Learning Landscape has been constructed in 
Uganda and the United States. Emily Pilloton founded Project H Design in 2008 
“believing deeply in the power of design and building to excite learning and 
citizenship” (Pilloton, projecthdesign.org). This is a great example of design 




















1.2 Social design educational initiatives   
AIGA, the professional association for design began the Design For Good 
initiative in 2011 to encourage design for social and civic causes (Walker, 2011). 
Since then the national association has held annual conferences to converse 
about the industry wide social shift in the last few years.  In 2011, the AIGA Pivot 
conference explored the shifts in design as a practice, thought process and force 
for change. At the 2012 AIGA Gain conference, design and social innovation 
leaders shared their visionary approaches to creating social value. And most 
recently in 2013, at the AIGA Head, Heart, Hand conference, three dimensions of 
modern design were discussed: Head: design thinking or strategy, heart: design 
for social impact, and hand: design as craft (National Events, AIGA 2013). 
  
It is with design for community that communication designers have the power to 
research, investigate, design and make an impact locally each time they lead a 
new project. Another national program, the Design Ignites Change online 
resource provides digital archives of social design projects in the Project Case 
Studies section (Whipple, “Project Case Studies”). These examples create the 
argument that design thinking is capable of creating social change. The Case 
Studies section consists of seven themes including health, humanity, education, 
environment, community, politics and business. The community section contains 
over 400 case studies of social design work completed by designers including 
high school and college students, mentorship programs and creative 
professionals. Profiled on the Design Ignites Change website, The Continuous 
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Generation project highlights the importance of youth mentoring and the way 
design thinking can help negatively targeted youth transform into positive, 
professional adults. Continuous Generation is “a 10 week branding program that 
educates and empowers teens to build sustainable brands for themselves, their 
community, and future” (Scatliffe, "Continuous Generation").  
 





On the other hand some designers make the social design world their fulltime 
day-to-day lifestyle. Designers such as Marc O’Brien have taken design 
initiatives to a new level by working as a design consultant on projects across the 
globe. O’Brien is a motivational leader in the social design field and recently 
became an independent design consultant focusing on his personal design 
related initiatives. His most recent endeavor is the startup Confidence, an online 
resource for designers to build the confidence to make change happen in their 
careers by taking on meaningful work. This resource encourages creatives who 
want to start living a more meaningful life to do so. The vision of 
www.Confidence.is reads as follows:  
To create the next group of leaders, doers, and makers that will use their 
talents and ideas in contributing to a more positive world around them 
with more purpose and confidence (O’Brien, 2013).  
Initiatives such as Confidence are one way designers can be influenced to make 
a change in their current career and get starting making a difference. Though 
Confidence is a new initiative, O’Brien has started by interviewing other well-
networked and active designers such as Andrew Shea on how he defines 
confidence. When interviewed, Andrew views confidence as: “Allowing yourself 
the time, putting in the effort, and being thoughtful about what your doing, and at 
that point, you’ll find what your looking for” (Shea, 2013). As a successful 
designer, educator and writer, Shea’s statement’s on confidence are inspiring to 




1.3 My transition to community based design  
During my early career in design, I learned that my day-to-day design efforts 
were gratifying but were absent of reward for anyone other than myself. Many 
recent graduates would have been happy with the promotions, titles, bonuses 
and design awards that were attained within a few short years of graduating, but 
at the end of the day I was making little impact in my local community. When 
taking a look at the industry as a whole, it was clear that social design had 
become a key area of focus in urban areas. Why then was this type of design not 
significant in my location? When evaluating my situation at the time it was clear 
that researching the 
breakdown of social 
design in relation to 
location was of 
interest.  I made the 
decision to return to 
graduate school to 
search for answers to 
these questions.  
 
Figure 3 Do-Ference design & community team 
 
In the spring of 2012, I took a risk that has now proven to be the starting point for 
my thesis research. While participating in the Design Ethos Do-Ference held by 
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the Savannah College of Art and Design I was able to network with an even mix 
of designers, social innovators and community members. I participated in the 3-
day intensive community based Do-Ference and was able to directly see the 
impact of the work we were doing.  The community client was the Waters Avenue 
District of Savannah, Ga., where I once resided. The Waters Avenue area was 
evaluated and revitalization plans were set in place as part of the three day 
working conference. This intense, cooperative community design based event 
pushed designers and community members to work out issues facing the local 
community. Although this was a new experience for many, including myself, this 
practice of design thinking inspired me to continue expanding my role in 
community based design. 
 
In the summer of 2012, I went on to continue my social design path as a camper 
in the 2012 summer intensive Camp Firebelly program. Selected as one of ten 
participants in the Camp Firebelly summer design program, this experience was 
yet another example that allowed me to see what was missing from my previous 
otherwise successful career. By participating in Camp Firebelly, it became clear 
that engagement and activism played a direct role in building relationships with 
local nonprofits. Although I entered into this program excited about the work that 
would be created by the campers, I learned that the experience itself was the 
takeaway. In both the non-profits and campers eyes, it is the reason everyone is 
there, to make a project. Camp Firebelly however  “is way more about the 
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education and the collaboration and the experience than it is about producing 
work for a non-profit” (Hancock, 2013).  
 
During both the Design Ethos Do-Ference and Camp Firebelly, it was easy to 
see the design thinking process first hand through community-based initiatives.  
Throughout these experiences, I have learned that as designers, we are taught 
to see the details in everyday life including the ones we choose to ignore. 
Although I have worked alongside many community members, I had yet to think 
of them as community clients. As Cheryl Heller stated: “If we’re going to make 




CHAPTER 2. COMMUNITY CLIENT RELATIONSHIPS  
In the last decade the relationships between designer and client seem to be at a 
turning point. Boundaries between designers and clients no longer only exist in a 
one directional conversation. It is critical that a place for open dialogue be 
created between designers and clients for the prosperity of social designs future. 
In social design, strong relationships between the designer and those needing 
visually communicated goods are essential. Commonly these relationships are 
on an even playing field due to the designer having personal interest in the 
community non-profit participating in the design process.  
 
What are some of the key differences between working with a traditional paying 
client than a non-traditional pro-bono community client? Furthermore, are there 
noticeable differences when working with a community based client? There are 
times that community-based clients reach out to a designer or design team, but 
most often an entrepreneurial designer who has this community in interest for a 
project approaches the community client. It is common that community clients 
enter the project with little or no understanding of the design process due to lack 
of financial resources for professional design services. For instance, Chicago 




Firebelly designers. With the hopes of making a takeaway for an upcoming 
exhibition event, the community clients involved in the design process had little 
understanding of how the design team would make this happen within the one-
week deadline. On the other hand the design team quickly had to understand 
and loose all preconceived notions about prisons and learn about the prison 
industrial complex.   
 
Figure 4 The Pantone process with client Project Nia  
 
While working on the Project NIA zine it was important that each designer took 
care to observe the client and attempt to understand to content provided. In this 
case the materials contained written raw accounts of prison experiences that 
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demanded to be illustrated in a way that represented the emotional stories. It was 
critical that the design team didn’t create imagery that was predictable from the 
prison industrial complex but rather a personal interpretation of each of the 
enclosed stories. Although none of the designers working on this project had 
experience in prison, the community client shared direct stories that each 
designer found ways to interpret and visualize making the story clear to  
the reader.  
 




Another project for Project Nia that took special client designer relationship was 
the second design component: an awareness poster to close youth prisons in the 
state of Illinois. Once again the design team was challenged with thought 
provoking questions and uncomfortable conversations about the subject.  Most 
people associate troubled youth in the urban areas of Illinois with vandalism. To 
identify with both the affected children and the prison industrial complex a mixed 
message was created through collage. The poster was created with hand 
rendered illustration including spray painted stencils to reference youth and loss 


























In the end the design team educated the clients on the design process and the 
clients educated the designers on the content of the materials. This is what 
ultimately built the relationship between the community client and design team.  
Both the design team and clients had assumptions on the materials and the 
design process. The final outcome was excitement and joy that the community 
client learned the design process and the importance of working closely with the 
design team throughout the process.  
 
For the designers involved, this method of design and educating the client was a 
great educational instrument to understand how to work on future projects 
outside of Camp Firebelly. Overall, the designer’s learned the best approach to 
working with a team of community member’s is working through observation by 
creating an open-minded and unbiased environment. This design program not 
only works to educate designers on their influence on local community non-
profits but also educates the non-profit clients that designer can indeed make an 
impact without breaking their small annual budgets. With the right setup and 
preparation this relationship building process can bring many ideas to fruition for 
both eager designers and community clients.  
 
An alternative example of working with community clients is the AIGA West 
Michigan chapter’s Design for Good annual event. Five teams of designers, 
writers, illustrators and strategist’s work together with a local community cause 
based non-profit over a three-day weekend (AIGA Design for Good WM).  The 
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design teams receive a brief overview of the issue and needs of the organization 
they have been paired with. After the initial meeting with the community client  
the design team works to complete as much as possible to solve the issues at 
hand during the short deadline. On the final day the clients return to see the  
final presentation.  
 
Figure 7 Rapid prototyping: AIGA West Michigan Design for Good event 
 
Though this process of designing was comparable to the design thinking process 
of Camp Firebelly, the weekend long event did not allow for the community client 
to receive a thorough understanding of the design thinking process. On the other 
hand, this form of rapid prototyping among professional designers was a great 
way to initiate new networks of socially minded designers in the Grand Rapids 
urban area. The creatives involved in the process have the new relationships 
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with other like-minded designers and the case study of their weekend workshop.  
They have also received the basic tools to contact new clients and move forward 




CHAPTER 3. DEFINING PRINCIPAL IDEAS 
3.1 What defines social design? 
 
What is social design and what makes it different than the standard term graphic 
design or communications design? In common situations of design client 
interaction listening and doing that take place simultaneously. Taking a more 
theoretical approach to design questioning practicability versus beauty, social 
design has become a frequent term in dialogue throughout the visual 
communication industry. In her book Graphic Design Theory, author Helen 
Armstrong compiled writings from the field of design that she argues the 
importance the texts carry on the evolution of graphic design. Highlighting the 
way that we shift from one extreme to another, Armstrong emphasizes anonymity 
and authorship, the personal and the universal, social detachment and social 
engagement (13). These subjects are all important but as stated they constantly 
shift based on the shifts in society. Armstrong highlights our social 
responsibilities as designers and the way digital technology empowers us to be 
more engaged in work that benefits society. “Designers are actively engaging 
their societies politically and culturally, increasingly thinking globally inside a 




Social responsibility has become critical enough that it is now listed as a defined 
term in books such as Graphic Design Theory. The current “Social Responsibility 
Movement”: is defined as “Participants in this movement urge the graphic design 
community to confront the negative societal and environmental consequences of 
our rampant consumer culture” (Armstrong, 146). As an emergent design 
movement, designers can lead their careers with the writings and influence of the 
instrumental designers who helped create the movement.  
 
Several emergent educational programs exist in the field of social design. 
Maryland Institute College of Art has a Masters of Arts in Social Design (MASD) 
program. The class of 2014 keeps a blog where a collection of experiences of 
social design students is kept. Their motto explains the basis of the program and 
the interests of the students involved:  
“Living and working in East Baltimore, we are challenged to explore the 
designer's role and responsibility in society, produce new ways of thinking, 
facilitate new institutional collaborations, utilize design to bring about social 
change, and develop contexts in which our ideas can be sustained” (MICA). 
Questioning what role design can play in social change; MICA MASD students 
are challenging the status quo of design education in a collaborative and 
investigative context. Rather than singular student projects and design initiatives, 
the MASD students work through community collaboration to make ideas of 
social change happen. The School of Visual Arts (SVA) in New York City also 
offers a degree in social design, the MFA in Design for Social Innovation. The 
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SVA argues that the traditional designer is an individual creator – with a singular 
vision and expertise. But we have reached the point where it is unrealistic to 
believe that individuals, regardless of how brilliant, have the power to solve the 
complex problems we face (Design for Social Innovation). 
 
Design competitions are making a difference in the world through the creation of 
competitions specifically justifying socially driven design. By showcasing design 
work that has been completed with a cause in mind, such competitions allow 
designers to see the transformation design making in communities around the 
world. When discussing the idea of starting a socially driven design competition 
Alice Bybee co-founder of cause/affect states:  
 “We wanted to shine a light on designers doing work for social good in 
spite of the numerous barriers they face, and inspire each other to keep up 
the good fight. For many, the term do-gooder is associated with naiveté 
and superficial ideals. From what I have seen, do-gooder designers are 
quite the opposite. They are the visionaries of our field, and they are setting 
the bar for those who follow” (Bybee, 2011).  
The cause/effect biennial competition celebrates the work of designers and 
organizations who set out to positively impact our society (cause). Rather than 
categorizing the entries by design medium such as web or print the work was 
categorized as community development, health and welfare, arts, education, 
politics and environment … logos were then judged against posters. In this style 
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of competition the judging was that much more difficult and was measured by the 
designer achieving their goal on the projects rather than aesthetics.   
 
Kate Andrews focuses on the importance of designers supporting a cause that 
they feel interest in as a way to give back to a local or global community.  
“While graphic design is social by nature, it is easy for designers to become 
detached from the deeper implications of their work. Supporting good 
causes reconnects designers to society, encouraging them to think more 
broadly about their profession and talents…” (Andrews, matters, 64).   
In the book This is Service Design Thinking, Andrews also explores the idea of 
design thinking and links it to socially motivated designers. The role of social 
design is now being identified through the process of design and design thinking.  
Andrews recognizes that the role of design may be invisible is often 
misunderstood but “employing the design process to tackle a social issue or with 
an intent to improve human lives” is the key to successful service design 
application in social design (Andrews, Social Design, 2010).  
 
For designers working in outside of an urban environment it is important to stay 
connected with other social designers.  With evolving technology designers are 
able to access social media and create campaigns that reach people all over the 
world. Although some designers may not have socially driven support within their 
place of employment, or access to local design events such as AIGA Design for 
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Good, online social design networks are helping designers reconnect with society 
and feel the deeper implications of their work.  
 
3.2  What is Design for “Good”? 
When discussing what is good how do you establish relevance and make an 
argument to a general audience? How do you create a human argument? AIGA’s 
Standards of Professional Practice was adopted by the board of directors of 
AIGA, in 1994 and was later amended in November 2010 to include items 7.2 
and 7.3 (AIGA, 2010). Under The designers responsibility to society and the 
environment the standards state:  
7.2 A professional designer is encouraged to contribute five percent of  
his or her time to projects in the public good-projects that serve society 
and improve the human experience. 
7.3 A professional designer shall consider environmental, economic, 
social and cultural implications of his or her work and minimize the 
adverse impacts. 
That being said it is important to note that a national organization such as AIGA 
explains good as serving and improving within society. This relates back to the 
notion of design for social change and social design discussed in this chapter.  
 
3.3 On becoming a designer of good 
Casey Caplowe of Good.is once said “Beautiful things matter. Beautiful things 
that matter matter more” (Caplowe, 2013). He encourages young designers to 
 21 
 
start on projects with a realistic scope and not to try to end poverty but rather 
start with what you can do today. For designers who are searching for ways to 
incorporate design for good into their work Aaris Sherin lists the top five ways to 
become a rock-star designer for good (See Appendix E). By placing these 
questions somewhere they can be seen daily, it’s a reminder to do what is fully 
accomplishable as a designer, design for good. Another message to live by is 
that of Emily Pilloton of Project H: “I want designers to rewrite the rule book, cut 
back on the idle talk and engage the world as creative citizens” (Simmons, 76). 
 
When looking for potential community clients Nick Adam of Firebelly design 
recommends they start at the local chamber of commerce (Adam, 2013). The 
CoC can help identify potential businesses to introduce designers to as 
community partners. In urban areas each neighborhood has its own CoC office 
making it important to identify where the project will take place prior to contacting 
the Chamber of Commerce.  
 
3.4 Global Social Networks  
Today we have public access to information and the ability to design for mass 
sharing. The concept of public has transformed dramatically in the last two 
decades. Internet access provides citizens including designers a means to 
participate in public communication (Bennett 283). Todays top news story 
becomes tomorrows socially driven awareness campaigns through social media 
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outlets such as Facebook and Twitter. This fast paced social network of news 
allows for positive impact to happen at a greater rate of speed.  
 
When this technology has the power to make a shared agenda globally initiatives 
like www.Good.is take off. Good is a platform for people to gather, specifically “a 
global community of people who give a damn” ("GOOD – Explore”). This site 
allows users free access to people and organizations that are making a 
difference socially on a global scale. In relation to design talent working remotely, 
this current boost in global technology allows anyone with access to Internet to 
make an impact from afar. Social design has the opportunity to grow in ways it 
previously could not. With questions of authorship, universality, and social 
responsibility many designers are left to wonder what the future of design will 
look like with the impact of technology. It is unknown what social design will be in 
the future, but it seems to be changing daily. It is clear that technology and global 




CHAPTER 4. CASE STUDY: PRE & POSTNATAL EDUCATIONAL TOOLS 
Albert Einstein once said, “The only source of knowledge is experience.” I have 
learned the value of experience and how it plays a huge role in the outcome of 
design. How do we experience what we are designing for or furthermore how do 
we design for what we have experienced?  Through personal experience we all 
learn how to live life better. It is my experience that in times of change throughout 
our lives it is best to stay organized. While expecting my first child, I was 
fortunate to have access to mobile apps, books, online resources, and multiple 
medical facilities of my choice. For women who go through pregnancy without 
access to such resources, the journey may be an unstructured and even a 
chaotic experience.  
 
4.1 Identifying the problem  
In the fall of 2012 it came to my attention that the educational materials for 
prenatal care were cumbersome. As a designer I found myself in a dual situation: 
the problem solver and the patient. While talking with caregivers on the questions 
and issues that come up throughout pregnancy I quickly learned that the process 
of getting through the 40-week incubation period was much like a countdown. 




to be prepared for the arrival of a baby. It was during the early weeks that I 
realized my ability to concentrate and remember things, even short term, seemed 
to disappear.  As a pregnant patient I learned that there was a plethora of 
information needed at each scheduled visit regarding my pregnancy. From one 
month to another weight, caloric intake, overall energy and mood, and even the 
amount of exercise and sleep were important questions that needed answers.  
 
Looking for ways to maintain this information I looked for resources and found 
that mobile apps were the easiest to use. Each of the apps available had some 
system of charting daily information in a way that allows forgetful women to 
remember the key events from the month for the next well visit. I began to 
question, how can the same guidelines and services be put into place in a non-
digital, low cost and mass yield model?  This is when my MFA research direction 
was identified. The need to develop tools for the under privileged became 
essential.  
 
Figure 8 Baby Bump mobile app 
 25 
 
Thinking of the ways to make the features of the mobile app available to those 
with limited access to such resources, a toolkit was created with easy 
reproduction in mind.  This simple yet complex idea to stay organized became 
the key component to the Well Baby Toolkit (Appendix F). Through my research I 
learned that charting detailed personal information throughout pregnancy is the 
first way a woman can set herself up for success when expecting a baby.  
 
4.2 Interviews, research, data collection 
In the early stages of research and data collection it became clear that a 
community client or clients were needed to make the project credible and 
thorough. Since the research was conducted through Purdue University it was 
required to receive Institutional Review Board approval prior to conducting any 
interviews. Due to the nature of the materials and the interest in working with 
caregivers in a medical setting, the process of receiving IRB approval was 
cumbersome and required a full review from the board (See Appendix C & D). 
This was a great learning process to understand how to completely plan and 
identify research steps and questions prior to starting the actual project. Being 
forced to be prepared allowed the interview process to be more efficient once I 
receive IRB approval.  
 
The next step was to begin the process of information gathering and contacting 
the previously identifying potential community clients. Once interviews began, a 
thorough examination of the current educational tools used for pre and postnatal 
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care was conducted. As the researcher interviewing community caregivers in 
their clinics, a substantial amount of information was collected in the form of 
brochures, handouts and even sponsored materials. As a patient women receive 
overwhelming amounts of information from such clinics. It becomes hard to 
decipher what information is important. It became overwhelming when trying to 
identify the main components each clinic was working to educate visitors about. 
The materials collected ranged from pain management during labor to the proper 
installation of a car seat.  The caregivers each had different ideas of what they 
found important which in turn made the process of identifying the essential 
information more difficult. On average one research location was capable of 
distributing designed educational materials to thousands of women a year. When 
realizing the volume of patients it was clear that something needed to be done to 
organize and make the process easier for patients to absorb.   
 
Of the four locations interviewed each held a substantial weight on the impact of 
the final designed product. Location A worked with 466 pregnant women in 2013 
for services from nutrition education to counseling. In addition to the pregnant 
women coming in for services every 2-3 months mothers are seen. The mothers 
in Location A consisted of 229 non-lactating mothers, 104 exclusively 
breastfeeding mothers and 52 mothers who partially breastfed while occasionally 




Location B had the largest pool of visitors consisting of 4,823 client visits from 
September 2012 to October of 2013. Of the total visitors there was a mix of both 
pregnancy visitors and post pregnancy visitors. The clients of Location B 
consisted of 671 visitors coming for pregnancy testing, 261 positive pregnancy 
test visitors, 322 sonogram appointments and finally 1,428 women visiting post 
pregnancy for baby clothing through the donation system. This was significant 
information during the research process as it proved that women not only came 
for prenatal educational information but also postpartum for infant resources.  
 
In addition to the first two clinic style locations, Location C was identified to 
receive research data from a single caregivers perspective. Location C works as 
a doula and women studies researcher with women, midwives, and OB/GYNs in 
the state of Alabama. The state has an overall 36% of cesarean births, 14% of all 
births in the state are premature births, and 36 of 67 counties have no obstetric 
care facilities. Statistics are from the Alabama Department of Public Health (2011 
preliminary data), and the Alabama Chapter of The March of Dimes (2012). 
Location C works directly with clients to have healthy pregnancy and delivery 
through preventative care and doula services. Finally Location D, an educational 
facility for teens and young women served 472 vulnerable pregnant women and 
their babies in 2012. Of these visitors, each was screened for postpartum 
depression, infant mortality risks and knowledge of healthy parenting skills and 
90 participants completed Life Skills and Parenting Education classes. This data 




Figure 9 Handouts received during research 
 
When identifying categories to include in the toolkit information categories were 
selected that had the highest number of references in the gathered existing print 
samples. While interviewing caregivers it was important to know what information 
pregnant women are asked to share when visiting throughout pregnancy. The 
key areas for charting identified themselves through importance. What was 
learned from the interviewees themselves was that they too were frustrated with 
the system of materials they had readily available. When asked what they would 
use to educate the women if a tool didn’t exist they did not have an answer. For 
example breastfeeding educational materials were limited and none of the clinics 
interviewed had a certified lactation consultant on staff. When asking the four 
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locations the top concepts they want women to receive each had varying 
answers but all agreed a birth plan for labor and delivery, breastfeeding tools, 
and quick reference postpartum organization tools were key.  
 
A major concern that the community clients had were the costs to their facility to 
produce and distribute new materials designed through this research. This 
concern was treated with high priority when deciding the final format to design for. 
If a great educational tool was created as the outcome of this project and could 
not distributed by the community client it would not solve the issues of 
overwhelming information. By design, the toolkit has been created in a way that 
could be mass-produced with basic office materials such as a copier and 
standard sized office paper.  
 
4.3 Research Outcomes  
The development of pre and postnatal educational tools was later titled the Well 
Baby Toolkit. Through this project a genuine shared agenda was created 
between the designer and the caregivers of the young mothers. When closing  
the research stage of the project, final designed materials were shared with  
each location. When asked about the final outcome of the Well Baby Toolkit  
Location C stated:  
“I am eager to use the toolkit with doula clients, and to share the toolkit with 
midwives and OB/GYNs that I know.  For my current clients I know that the 
guidelines for nursing mothers will be particularly important.  The visuals 
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that you provide are not regularly distrubuted by care providers, and it will 
be so helpful for a mother to be able to visualize the amount of breast milk 
her child can actually eat.  Many of my clients fear that their baby is not 
getting enough to eat, but when a newborn's stomach is the size of a 
chickpea a baby can only eat so much!  Additionally I believe that this 
toolkit will prove to be an asset for the community that I currently live in, 
West Alabama.  Alabama has one of the highest c-section rates in the US, 
and lacks adequate access to maternal health care facilities.  It will be nice 
to provide pregnant women in the community with basic information 
regarding pregnancy and birth.” 
The future plans for the Well Baby Toolkit are to be shared nationally in multiple 
languages to create a universal conversation between expectant mothers and 
their caregivers. The tools developed during my MFA research will allow women 
without resources to monitor their pregnancy and begin the first year of their 
baby’s life with the best possible understanding of monitoring and preventative 
care.  The community clients involved in this project were able to identify with the 
materials presented and successfully implement the new toolkit into their daily 
educational instruction. These processes of research and design education have 
helped the community clients have a better understanding of the power of 




CHAPTER 5. CHALLENGES DESIGNERS FACE 
5.1 Politics of social design  
The politics of social design come into play when designers choose to work with 
local governments, educational institutions and non-profits when trying to make 
change happen. It is common that in a university setting departments may be 
eager to make a project happen, but university wide decision processes can 
impede in the completion and implementation. In order to eliminate political 
disruption, the involvement of as many senior level officials in the design process 
is important.  
 
One such project is the 
development of bike safety visuals 
completed in the fall of 2012.  Prior 
to cycling on campus, research 
was done to comprehend the local 
and state rules of cycling.  
 




Unfortunately for the university, there was not enough solid information in print or 
online to make a good decision of what was right from wrong when cycling to and 
from campus. Throughout the semester cycling to campus on the trails was 
cumbersome as several areas rode between sidewalks with pedestrians and on 
roads between moving vehicles. The experience of cycling on campus helped to 
identify areas of concern worth further investigation and the realization that there 
was a lack of working enforcement on campus. Of the designated bike lanes or 
paths, bicyclists still continue to ride on sidewalks due to lack of continuous trails 
and most importantly the lack of enforcement. During this research project 
interviews were conducted with top university architects and safety officials 
including a survey (See Appendix G). In my opinion, bike safety is considered a 
campus wide concern with accidents to both cyclists and pedestrians annually. 
As a cyclist, this project grew out of growing concerns of inconsistently marked 
bike paths across campus. A research approach to identify areas of issue, it 
became clear that several offices were in charge of the output of bike safety and 




Figure 11 Recommended bike/walking path painting 
 
Purdue police, Environmental Health and Public Safety, the office of marketing 
and media, and the office of campus planning were involved in the research 
phase. Of the materials that were designed each was carefully investigated. The 
bike paths on campus currently had painted markings or signs. It was unclear 
however where the paths started and ended in many areas. Special care was put 
into identifying ways to mark these areas in individual applications that would 
work in a coherent branded system. Both painted stencil designs and physical 
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When the final design materials were presented it became clear that there were 
plans to implement the new safety visuals but which office would take on the 
campus wide initiative was unclear. It came down to which office was ultimately 
responsible to resolve the issue. Faculty and students are now seeing changes 
on bike lanes over a year after this research project was completed. From an 
outsider’s perspective, this project is one that all safety official should be involved 
in; a matter of public safety, not one office or university official should bare the 
responsibility of. Though success wasn’t measureable immediately, the process 
of design thinking has helped integrate those responsible in making bike safety a 
priority. Over the months following the project 
and the meeting of campus official’s progress 
is finally taking place.  Stenciled bike paths 
have now begun to be painted and several 
areas of concern for bikes and pedestrians 
have been identified and will be revamped. 
Martin Sickafoose illustrated the progress 
recently with a photo.  
 
With a new university president working to make a difference on campus, 
President Mitch Daniels created The Bicycle Task Force in October 2013.  
Although this task force is working to make bicycle safety a priority it is clear from 
a recent article published in the Purdue Exponent that they have not spent 
enough time working with proper officials to complete implementation: 
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“Adding more bike lanes was a great idea, but the actual implementation of the 
task seems to have lacked effective route planning. Another issue with the 
freshly painted bicycle paths stems from a lack of information given to students 
ahead of time” (Takeda, 2013). Without all of the planning and safety officials at 
the same table implementation of new paths, painted markets and signage will 
not be efficient. In this community-based project it is key for the user, in this case 
the student body, to be involved with the process prior to final implementation.  
 
5.2 Pro-Bono and Grant Funded Work 
It is important when working with community clients to explain the value of design. 
Whether it is a pro-bono based project or a paid design project, designers must 
help the client understand that time equals money. Simply because no money 
has been exchanged, invisibility of labor can cause many pro-bono projects take 
the risk of having unresponsive clients. For this reason it is recommended that 
designers use tools such as Harvest, a simple online time tracking and invoicing 
software. Although the project may be pro-bono it is still important to share the 
billable hours for the project with the client. This process is used in many design 
initiatives including AIGA Design for Good WM and Camp Firebelly. While 
working on the Design for Good West Michigan event Harvest was utilized to 
track the thousands of dollars worth of pro-bono work completed over the 
weekend long event. The community client was able to see the money saved by 




Worldstudio founder Mark Randall refers to grant funded design work as 
designer initiated entrepreneurial work. Randall recommends the following action 
steps when trying to receive grant funding for a deign project:  
1. Come up with a project idea and find someone who will fund the  
    area you are working.  
2. Do with the money what you say your going to do with the money. 
3. Submit a report at the end and be fully accountable for how the  
    money was spent.  
 
Receiving grant funding is really a relationship-based process. Throughout the 
long process, designers have the opportunity to get to know people at foundation 
that they are applying at. Randall states: “they (the foundations) want to help you 
through the process. If you later find out you don’t get funding you should always 
follow up and thank the foundation for the review but always ask why you didn’t 
receive funding. They may think you have a great idea but certain areas need 
further explanation. If you understand why you don’t get funding you can always 
reapply” (Randall, 2013). 
 
Some of the issues designers are faced with when searching for grant funding 
are finding a foundation to fund a design driven project. Because it is outside of 
the box of what foundations typically fund, identifying someone that understands 
what designers do and see the value in design will help in the process. The more 
designers that do this work and the more case studies that become available on 
sites like Design Ignites Change will help show foundations what designers are 
capable. To evaluate the work completed it is important to measure either the 
statistical outcomes such as people reached or the empathetic side of the project. 
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Being able to share the stories of people affected by the project will help make 
foundations more likely to fund designers.  
 
A non-typical grant program that is pro-bono based is the Grant for Good 
founded by Firebelly design. The G4G was established in 2004 as a way to filter 
the abundance of requests for pro-bono work into one yearlong project. In the 
past Firebelly worked on pro bono projects equating to nearly 50% of their annual 
projects. This is when Firebelly began creating additional endeavors housed 
within the Firebelly offices such as Firebelly U, the Grant for Good and Camp 
Firebelly. Each began as an educational experience for both the non-profits and 
the designers interested in become social designers. With interest to impact a 
local non-profit and designers, the G4G makes a huge impact on one non-profits 
endeavors. Rather than simply making a logo or website for a non-profit, 
Firebelly and other local creative agencies work to “positively impact the quality 
of strategy and marketing for small nonprofit institutions through a focused, 
yearlong engagement” (The Grant). This initiative grew out of the plan to slow the 
multitude of pro-bono projects and create more impact for one non-profit on a 
greater scale. Although this ties pro-bono with grant funded work it clearly 
educates the community clients on the power of design and the importance of 
creating a shared agenda.  
 
Another example the ways pro-bono work can create a sustainable design firm is 
the work of Very Nice; a global design, business and innovation consultancy 
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based in Los Angeles (Verynice, 2013). Founder and CEO Matthew Manos setup 
the studio with the goal of reserving 50% of their work to pro-bono clients. Very 
Nice works on the model of networking and business development through 
referrals. Many of the small non-profit organizations that work with Very Nice 
consist of all volunteer based staffs. Of the volunteers, many work during the day 
at fortune 500 companies in the Los Angeles area.  What is currently a pro bono 
job often times becomes a referral for paid work after the creative experience of 
designing is complete. Manos enjoys the process of creative development 
specifically for pro-bono work over that of paid client work. Manos states “if your 
interested in trying something new out, 9 out of 10 times non-profits will say ok 
lets try it. It is common that there is more creative development when not getting 
paid since clients are a lot more open to experimentation” (Manos, 2013). When 
asked about receiving grant funded for design work, Manos is opposed to the 
process it takes to apply stating: “you see how much time is spent simply getting 





CHAPTER 6. CONCLUSION 
The crossroad between designer and client beliefs in community driven work 
allows for a collaboration of not only good design but also social advancements 
through design. Through my research endeavors and participation in extra 
circular design events it is clear designers have the power to achieve these goals 
in time, however the process can be streamlined with good support and strong 
networking. I have also learned that all designers have goals to make a 
difference through their work either on a professional level or personal level. 
Through cultural and social investigations I have learned the process of 
becoming a social designer. During this time it has also become clear that 
educating society on the power of a clear message is a key component to the 
process of completing a community based project. In that sense all designers 
become Design Educators sharing the process of creativity and design thinking 
with each person they work with.  
 
In the world of social design there is not on an on/off switch but rather the goal to 
work with personal passion for each project and client. In an interview Lauren 




developed a point of view of your own over a period of time that is so engrained 
that even if you are wrong or you do fail, it doesn’t matter and you have no 
regrets. That is the ultimate state of confidence” (Boynton, 2013). The final thesis 
project, which became the Well Baby Toolkit, has become a project of passion 
and assurance. This project and the challenging undertakings have given me 
confidence to continue on my social design path. In the future I look forward to 
seeing where the Well Baby Toolkit goes. It is my hope that the project and 
research inspires other designers to take on this type of work in their own career.  
 
Although there are vast status differences between the designer and the 
community client in many cases, it is the experience of designing that brings us 
all together.  Social and economic differences may not be understood at the start 
of a project, but through creative development and problem solving design 
















Adam, Nick. Telephone interview. 8 Apr. 2013. 
  
"AIGA Design for Good WM." Design For Good West Michigan. AIGA | the  
  Professional Association for Design, n.d. Web. 2 Sept. 2013.   
  <http://designforgoodwm.com/>. 
 
"AIGA STANDARDS OF PROFESSIONAL PRACTICE." AIGA. AIGA | the  
 Professional Association for Design, Nov. 2010. Web. 12 SEPT. 2013.  
 <http://www.aiga.org/standards-professional-practice/>. 
  
Andrews, Kate. "matter." Just Design: Socially Conscious Design for Critical  
 Causes. By Christopher Simmons. Cincinnati, OH: How, 2011. 62-65. 
 Print. 
 
Andrews, Kate. “Social Design: Delivering Positive Social Impact.” This is Service  
 Design Thinking. Marc Stickdorn and Jakob Schneider, editors. 
 Amsterdam: BIS Publishers, 2010. p88-93, 6p. Print. 
 
Armstrong, Helen . Graphic Design Theory, Readings From The Field. 1st ed.   
   Princeton Architectural Press, 2009. 13. print. 
 
Bennett, Tony, Lawrence Grossberg, Meaghan Morris, and Raymond  
  Williams. New Keywords: A Revised Vocabulary of Culture and Society.  
  Malden, MA: Blackwell Pub., 2005. 282-86. Print. 
 
Berman, David B. Do Good Design: How Designers can Change the World.  
  1st ed. Berkeley, CA: New Riders, 2009. 131-136. Print. 
 
Bierut, Michael, William Drenttel, and Steven Heller. Looking Closer Four: Critical  
  Writings on Graphic Design. 4th. New York, NY: Allworth Press, 2002.  
  5-13. Print. 
 
Boynton , Lauren, and Marc O’Brien. "Interview with Lauren  





Brown, Tim. Change by Design: How design thinking transforms organizations  
  and inspires innovation. 1st ed. New York, NY: Harper Collins, 2009.  
  177-242. Print. 
 
Bybee, Alice. "Winner." Just Design: Socially Conscious Design for Critical  
  Causes. By Christopher Simmons. Cincinnati, OH: How, 2011. 176-80.  
  Print. 
 
Caplowe, Casey. Effecting Social Change Through Design: A State of the Union.  
  AIGA Head Heart Hand Conference. Minneapolis Convention Center,  
  Minneapolis. 11, Oct. 2013. Affinity Session.  
 
Cause/affect. AIGA San Francisco, Web. 3 Oct. 2013.  
  <http://www.cause-affect.org/>. 
 
"Design for Social Innovation." School of Visual Arts. Web. 2 Sept. 2013.  
  <http://www.sva.edu/graduate/mfa-design-for-social-innovation>. 
 
Drenttel, William, and Julie Lasky. "Winterhouse First Symposium on Design  
  Education and Social Change: Final Report." Change Observer: Design  
  Observer. The Design Observer Group, 11 Nov. 2010. Web. 11 Nov. 2013.  
  <http://changeobserver.designobserver.com/feature/winterhouse-first- 
  symposium-on-design-education-and-social-change-final-report/22578/>. 
 
Fuad-Luke, Alastair. Design Activism: Beautiful Strangeness for a Sustainable  
  World. London: Earthscan, 2009. Print. 
 
"GOOD - Explore." GOOD. Web. 20 Oct. 2013. <http://www.good.is/explore>. 
 
Hancock, Dawn. Telephone interview. 5 Nov. 2013. 
  
Heller, Cheryl. Brown University. Granoff Center, Martinos Auditorium, 
  Providence, RI. 30 September 2012. Keynote Address. 
 
"H Info Emily Pilloton." Project H Design, Web. 2 Oct. 2013.  
  <http://www.projecthdesign.org/info/emily-pilloton/>. 
 
Manos, Matthew. Telephone interview. 18 Nov. 2013. 
 
MICA Masters of Art in Social Design (MASD). Web. 2 Nov. 2013.  





Mossoba, Michael, and William Drenttel. "Winterhouse Fourth Symposium on  
  Design Education and Social Change: Final Report." Change Observer:  
  Design Observer. The Design Observer Group, 8 Nov. 2013. Web. 9 Nov.  
  2013. <http://changeobserver.designobserver.com/feature/winterhouse- 
  fourth-symposium-on-design-education-and-social-change-final- 
  report/38157/>. 
 
"National Events." AIGA. AIGA | the Professional Association for Design,  
  Oct. 2013. Web. 1 Nov. 2013. <http://www.aiga.org/national-events/>. 
  
O'Brien, Marc. "About." Confidence Is. July 2013. Web. 05 Sept. 2013.  
  <http://confidence.is/about/>. 
  
"Project Case Studies." Design Ignites Change. Worldstudio Projects, 
  Web. 25 Oct. 2013. <http://designigniteschange.org/projects>. 
  
Randall, Mark. Telephone interview. 1 Nov. 2013. 
 
Scatliffe, Vincent. "Continuous Generation." Design Ignites Change.  
   Worldstudio Projects, 7 June 2013. Web. 05 Oct. 2013.  
  <http://designigniteschange.org/projects/998-continuous-generation>. 
  
Shea, Andrew, and Marc O'Brien. "Interview with Andrew Shea." Confidence Is. 8   
  Oct. 2013. Web. 7 Nov. 2013. <http://confidence.is/portfolio/andrew- 
  shea/>. 
  
Sherin, Aaris. "Catalyst: Aaris Sherin." Just Design: Socially Conscious  
  Design for Critical Causes. By Christopher Simmons. 1st ed. Cincinnati,  
  OH: How, 2011. 98-101. Print. 
 
Simmons, Christopher. Just Design, Socially Conscious Design For Critical  
  Causes. 1st ed. Cincinnati, OH: How, 2011. Print.  
 
Takeda, Michael. "Additional Campus Bike Lanes Needed Better   
  Planning." Purdue Exponent. Purdue Exponent, 28 Oct. 2013. Web. 11  
  Nov. 2013. <http://www.purdueexponent.org/opinion/article_64f56a17- 
  0294-5542-a75b-07d63548329b.html>. 
 
"The Grant for Good." 2013. Firebelly, Web. 3 Sept. 2013.  





Walker, Alissa. "AIGA Launches Design for Good, Asking Members to Donate  
  5% of Their Time to Social and Civic Causes | Fast Company | Business  
  Innovation."Fast Company. SXSW, 17 Mar. 2011. Web. 3 Oct. 2013.  
  <http://www.fastcompany.com/1739397/aiga-launches-design-good- 
  asking-members-donate-5-their-time-social-and-civic-causes>. 
 
Whipple, Ansley. "Project Case Studies." Design Ignites Change. Worldstudio,. 
  Web. 06 Oct. 2013. <http://designigniteschange.org/projects>. 
 
Top, Peleg, and Jonathan Cleveland. Designing for the Greater Good: The best  
  in cause-related marketing and nonprofit design. 1st ed. New York, NY:  
  Collins Design, 2010. Print. 
 
"Verynice: Design, Business, Innovation." Verynice Design Business Innovation.  
















Appendix A First Things First Manifesto 1964 
First Things First 1964: A manifesto 
 
We, the undersigned, are graphic designers, photographers and students who 
have been brought up in a world in which the techniques and apparatus of 
advertising have persistently been presented to us as the most lucrative, 
effective and desirable means of using our talents. We have been bombarded 
with publications devoted to this belief, applauding the work of those who have 
flogged their skill and imagination to sell such things as: cat food, stomach 
powders, detergent, hair restorer, striped toothpaste, aftershave lotion, before 
shave lotion, slimming diets, fattening diets, deodorants, fizzy water, cigarettes, 
roll-ons, pull-ons and slip-ons. 
 By far the greatest effort of those working in the advertising industry are 
wasted on these trivial purposes, which contribute little or nothing to our national 
prosperity. 
 In common with an increasing number of the general public, we have 
reached a saturation point at which the high pitched scream of consumer selling 
is no more than sheer noise. We think that there are other things more worth 
using our skill and experience on. There are signs for streets and buildings, 
books and periodicals, catalogues, instructional manuals, industrial photography, 
educational aids, films, television features, scientific and industrial publications 
and all the other media through which we promote our trade, our education, our 
culture and our greater awareness of the world. 
 We do not advocate the abolition of high pressure consumer advertising: 
this is not feasible. Nor do we want to take any of the fun out of life. But we are 
proposing a reversal of priorities in favour of the more useful and more lasting 
forms of communication. We hope that our society will tire of gimmick merchants, 
status salesmen and hidden persuaders, and that the prior call on our skills will 
be for worthwhile purposes. With this in mind we propose to share our 
experience and opinions, and to make them available to colleagues, students 
and others who may be interested. 
 
Signed by: 
Edward Wright Geoffrey White William Slack Caroline Rawlence 
Ian McLaren  Sam Lambert Ivor Kamlish  Gerald Jones 
Bernard Higton Brian Grimbly John Garner  Ken Garland 
Anthony Froshaug Robin Fior  Germano Facetti Ivan Dodd 
Harriet Crowder Anthony Clift  Gerry Cinamon Robert Chapman 






Appendix B First Things First Manifesto 2000 
First Things First Manifesto 2000 
This manifesto was first published in 1999 in Emigre 51.  
 
We, the undersigned, are graphic designers, art directors and visual 
communicators who have been raised in a world in which the techniques and 
apparatus of advertising have persistently been presented to us as the most 
lucrative, effective and desirable use of our talents. Many design teachers and 
mentors promote this belief; the market rewards it; a tide of books and publications 
reinforces it.  
 Encouraged in this direction, designers then apply their skill and imagination to 
sell dog biscuits, designer coffee, diamonds, detergents, hair gel, cigarettes, credit 
cards, sneakers, butt toners, light beer and heavy-duty recreational vehicles. 
Commercial work has always paid the bills, but many graphic designers have now 
let it become, in large measure, what graphic designers do. This, in turn, is how the 
world perceives design. The profession’s time and energy is used up 
manufacturing demand for things that are inessential at best.  
 Many of us have grown increasingly uncomfortable with this view of design. 
Designers who devote their efforts primarily to advertising, marketing and brand 
development are supporting, and implicitly endorsing, a mental environment so 
saturated with commercial messages that it is changing the very way citizen-
consumers speak, think, feel, respond and interact. To some extent we are all 
helping draft a reductive and immeasurably harmful code of public discourse.  
 There are pursuits more worthy of our problem-solving skills. Unprecedented 
environmental, social and cultural crises demand our attention. Many cultural 
interventions, social marketing campaigns, books, magazines, exhibitions, 
educational tools, television programs, films, charitable causes and other 
information design projects urgently require our expertise and help.  
 We propose a reversal of priorities in favor of more useful, lasting and democratic 
forms of communication - a mindshift away from product marketing and toward the 
exploration and production of a new kind of meaning. The scope of debate is 
shrinking; it must expand. Consumerism is running uncontested; it must be 
challenged by other perspectives expressed, in part, through the visual languages 
and resources of design.  
 In 1964, 22 visual communicators signed the original call for our skills to be put to 
worthwhile use. With the explosive growth of global commercial culture, their 
message has only grown more urgent. Today, we renew their manifesto in 
expectation that no more decades will pass before it is taken to heart.  
 
Signed by: 
Jonathan Barnbrook   Nick Bell  
Andrew Blauvelt   Hans Bockting  
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Irma Boom    Sheila Levrant de Bretteville  
Max Bruinsma   Sian Cook  
Linda van Deursen   Chris Dixon  
William Drenttel   Gert Dumbar  
Simon Esterson   Vince Frost  
Ken Garland    Milton Glaser  
Jessica Helfand   Steven Heller  
Andrew Howard   Tibor Kalman  
Jeffery Keedy    Zuzana Licko  
Ellen Lupton    Katherine McCoy  
Armand Mevis   J. Abbott Miller  
Rick Poynor    Lucienne Roberts  
Erik Spiekermann   Jan van Toorn  






Appendix C Research Participation Consent Form 
RESEARCH PARTICIPANT CONSENT FORM 
The development of innovative pre and postnatal educational tools 
David Sigman (Principal Investigator) / Ryan Gibboney (Co-Investigator) 
Purdue University 
Patti and Rusty Rueff School of Visual and Performing Arts 
 
Purpose of Research  
The overall goal and intentions are to evaluate existing tools, create new tools 
that create a clear and concise message for the user, in this case underprivileged 
pregnant women and their unborn children. As a research subject your 
participation on this project will help to answer the questions: How are women 
currently receiving educational information? and How can these tools be 
improved to make a positive impact on the women using the tools?  
 
Specific Procedures  
The procedure for investigation will consist of a series of three in person 
meetings. In the first meeting a series of questions will be asked to assess the 
existing communication tools being used at your facility. Two follow up meetings 
will consist of the review of proposed tools created based on initial meeting notes 
and a final meeting to review the completed conceptual toolkit based on notes 
from the second meeting. Each meeting should consist of no more than one hour 
of in office meeting time. Data to be collected consists of the current printed and 
digital communication tools, verbal feedback of the way these tools are used and 
at what stage in pregnancy women receive the tools. Finally an understanding of 
what you recommend to for future tools will be the priority for final design 
implementation. 
 
Duration of Participation  
The duration of participation will be a total of three one-hour meetings scheduled 
during June 2013. 
 
Risks  
The risks are no more than those experiences in daily life. Confidentiality risks 
are discussed in the Confidentiality section. 
 
Benefits  
There is no direct benefit to you by participating in this study. However it is 
possibly that this project will develop a communication tool that will assist you 
and other educators in the future. 
 
Confidentiality  
This research is conducted anonymously, and personal information about you 
will not be collected or appear in this research. Your employer will not have 
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access to any data or information that can identify you. The project's research 
records may be reviewed by departments at Purdue University responsible for 
regulatory and research oversight.  
 
Voluntary Nature of Participation 
You do not have to participate in this research project.  If you agree to participate 
you can withdraw your participation at any time without penalty.      
 
Contact Information: 
If you have any questions about this research project, you can contact Ryan 
Gibboney at 814-502-3700. If you have concerns about the treatment of research 
participants, you can contact the Institutional Review Board at Purdue University, 
Ernest C. Young Hall, Room 1032, 155 S. Grant St., West Lafayette, IN 47907-
2114. The phone number for the Board is (765) 494-5942.  The email address is 
irb@purdue.edu. 
 
Documentation of Informed Consent 
I have had the opportunity to read this consent form and have the research study 
explained.  I have had the opportunity to ask questions about the research 
project and my questions have been answered.  I am prepared to participate in 
the research project described above.  I will receive a copy of this consent form 
after I sign it.  
 
_______________________________                 ____________________              
Participant’s Signature                                           Date 
  
_______________________________                  
Participant’s Name 
 
_______________________________                 ____________________              






Appendix D Research Participation Interview Questions 
IRB Research Questions 
Purdue University 
Institutional Review Board 
 
  Project Title:  The development of innovative pre and postnatal educational 
tools     
Research Questions to be asked of consenting research subjects: 





2. In general do you see patients pre pregnancy?  
a. Yes 
b. No 
3. How often do you see preplanning patients?  
a. 10% or less of patients preplan pregnancy 
b. 30% or less of patients preplan pregnancy 
c. 50% or less of patients preplan pregnancy 
d. It is not frequent enough to measure 
4. If visitors come in prior to conceiving is it for prenatal care such as 
contraceptives?  
 
5. If visitors are already pregnant at what stage of pregnancy do they often 
come to your business for educational information? 
a. Weeks 1-8 of Pregnancy 
b. Weeks 10-20 of Pregnancy 
c. Weeks 20-30 of Pregnancy 
 
6. Of the visitors is this most often their first pregnancy or a subsequent 
pregnancy? 
a. First time mom 
b. Mother of one other child 
c. Mother of more than one other child 
 
7. In order to understand the level of literacy, in your estimation what 
percentage of the below levels of education do your visitors hold? 
        _________ K-12 without graduating high school 
   _________ High school degree or GED 
   _________ College courses 










e. Other: Please specify______________________ 
 






_________ Other: Please specify____________________ 
 
10. When first time visitors come to your clinic/non-profit whom do they meet 
with first? 
a. A case manager/social worker 
b. An educator 
c. A nurse or medical practitioner  
d. Other: Please specify______________________ 
 
11. Of the existing educational tools in your clinic/non-profit what do you feel is 
the most  
impactful on first time visitors? 
a. Brochures 
b. Packets of information 
c. Online resources 
d. In person meetings 
 
12. Can you elaborate on what makes these tools impactful in your mind? 
 
13. What do you consider missing from your current educational tools?  
 




15. What educational resources (i.e. books, websites, videos, etc.) do you draw 
from and encourage your patients to pursue? 
 
16. What resources do you find helpful that are not in a printed form or a form 




17. What are the top three concepts that you want women to know when 
visiting your office? 
For example: having a strong birth plan or preparing a safe environment by initiating family 
and community support prior to baby’s arrival 
 
 
18. For support that is not offered at your non-profit/clinic do you distribute local 
resource information regarding events, classes, affordable clothing and 
baby necessities, and/or medical classes such as  
baby cpr or car seat safety? 
 
 















Appendix E Five ideas for becoming a rock-star designer for good 
1. Ask yourself, “What are my strengths?” Once identified, look for 
opportunities based on those attributes.  
 
2. Ask yourself whether you can make values-based work where you are 
employed. If so, you might already be doing good. If not, consider whether 
fellow employees have ideas or beliefs in common – if so there might be 
opportunities to collaborate and work on ethical design projects.  
 
3. Are there areas of your life – hobbies, faith, family or geography – that are 
particularly meaningful? If so, look for ways to interface with an 
organization or group that is part of your life already or one that is aligned 
with something that interests you. Put your skills to use whether they be 
design, communication or organization.  
 
4. Keep doing what you do best. It might seem cheesy but a lot would be 
accomplished if we all “used the force” for good.  
 
5. Avoid getting bogged down in the bigger questions or single-handedly 
trying to “save the world.” First consider contributing locally, at work or in 




Sherin, Aaris. "Catalyst: Aaris Sherin." Just Design: Socially Conscious Design 
for Critical Causes. By Christopher Simmons. 1st Ed ed. Cincinnati, OH: How, 
2011. 98-101. Print. 
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Appendix F Well Baby Toolkit 
  
 














Wellness journals for weekly or monthly tracking are avail-
able to keep up to date with your overall feelings including 
what your thankful for. Keep track of your nutritional intake 
with a weekly food journal that tracks everything needed 
to keep your body healthy in this time of change. In the 
later months of pregnancy a fetal movement chart will 
help you understand when baby is active and resting. 
From labor through delivery this section is important as it 
highlights what to expect when contractions begin all the 
way until you are in active labor. The birth plan allows the 
mother and any caregivers to help you have a more posi-
tive birth experience by identifying your preferences. The 
hospital bag checklist prepares you for your visit including 
what you need to take your new baby home such as a car 
seat and clothes.
A safe place to keep all babies medical information and 
doctor visit notes, the medical charts section contains 
information about newborn, 2 month, 4 month, 6 month 
and 12 month pediatric appointments, a vaccination re-
FRUGFKDUWDQGJURZWKFKDUWV$Q\DGGLWLRQDOFKLOGVSHFLÀF
paperwork from your medical care provider should be kept 
in this section.
7KLVVHFWLRQLVDVDIHSODFHWRNHHSWUDFNRIEDELHVÀUVW
year including nursing schedules, sleep patterns, and dia-
per changing. The importance of keeping each area chart-
ed is to help the mother and caregivers detect patterns 
LQWKHEDELHVKDELWV:LWKLQWKHÀUVWIHZZHHNVVFKHGXOHV
can be made helping everyone including mother to get 
rest and plan to go back to a productive lifestyle with baby.
This is a section to keep all information relevant to your 
care such as local prenatal classes all the way to mommy 
and baby yoga. Information including local classes, child 
caregiver information and anything that is in addition to 
the sections above can be kept organized here. 
Toolkit Contents
BABY & FAMILY WELLNESS TOOLKIT
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Appendix G Bike safety survey 
 
 
SURVEY: BIKE SAFETY  
ON PURDUE CAMPUS
RYAN GIBBONEY // 11/20/12
Was the information provided in the presentation what you expected prior to attending today?
 YES   NO  Somewhat
 Why?
Was there anything presented that was unexpected from the research? 
 YES   NO  Somewhat
 What?
Was the information presented for future plans viable to implement on campus? 
 YES   NO  Somewhat
 Why or Why not?
Based on the research collected, could you see a similar presentation working for student  
Bike Safety education with more interaction such as on stage student volunteers?
 YES   NO  
 Why or Why not?
What do you rate the current effectiveness of Bike communications on campus today?  
(5 being highest please circle one)
 1 2 3 4 5
What do you rate the current effectiveness of Bike safety and enforcement of rules today?  
(5 being highest please circle one)
 1 2 3 4 5
How well do you feel the new visual communication tools will help educate students,  
faculty, staff and motorists?  (5 being highest please circle one)




Where do you feel is the best location for bike safety and regulation information  
to be located within the Purdue website? 
Create a new page within the www.purdue.edu/safety page for Bike Safety
Within the Purdue Police page
Within the Parking, Airport and Transportation site
Other: 
Do you see a reason for a GoogleMap style app for bike routes on campus that includes danger 
zones, routes, and parking? (This would be in place of printed maps)
If the visual communications are accepted where would you suggest testing them on campus?
Do you have any other comments or suggestions for this research?
Thank you for your participation in this research! 
